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Emma Stone and Cillian Murphy continued their

Home - Workday
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side the Oscars: All the moments you
id NOT see from the ceremony - from
ude John Cena's lightning wardrobe
hange to panicked Emma Stone running
packstage and Ryan Gosling's sneaky
eturn after his spectacular I'm Just Ken

While Emma Stone’s shock
win for Best Actress and
John Cena's nude onstage
sketch entertained viewers
on the Oscars ceremony.
plenty of entertainment
goes unseen by broadcast.

illian Murphy celebrates his Best Actor win
fter Oppenheimer swept the board
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SAP Concur Home

Payslips

Emily Blunt gives dad Oliver the best
birthday gift ever as she takes himon a
tour of the Oscars red carpet after
vowing to invite her parents because
they 'inspired’ her career

excited post-Oscars celebrations as fans got a glimpse hackstage at
the 2024 Academy Awards on Sunday. Christopher Nolan's nuclear war epic Oppenheimer was the big winner of the
night with seven gongs, included the coveted Best Picture. With many Oscar winners returning to the event to present
some of the biggest prizes, it was a who's who of big names behind the curtain at LA's iconic Dolby Theatre.
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Actress for her role in
Oppenheimer, looked in
great spirits as she posed
with her family members.
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Attention
Landscape

e VERIFICATION VENDORS

Companies that supply attention metrics
to brands alongside other campaign and
inventory data.

IAS
l

o PURE-PLAY ATTENTION PROVIDERS

Companies that supply attention data and/or metrics, either directly to brands
and their agency representatives or to other vendors in the advertising ecosystem.

Amplified )
@:ﬁa} Inteqligence

Adelaide LLI'=M  gumgum

1DV Doubleverify

ili"MEDIASCIENCE T»VISION

o AD TECH VENDORS

Companies that enable programmatic activation of attention metrics.

Google Display
. & Video 360

\, l
ADVERTISERS

Brands may access attention metrics by pursuing services themselves or through partnerships struck or managed by agencies.

O theTradeDesk yahoo/ Matic Magnite Teads

Naote: not an exhaustive list of relevant players; not all attention providers have partnerships with all/any verification and/or ad tech vendors listed; Playground xyz
absorbed into GumGum’s brand as of August 2024
Source: EMARKETER Analysis, Sep 2024
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Need for Standardisation or just
clarification?

innovative media
measurement

_|_
. THEL ]
Media Rating ATTENTION
Council, Inc. COUNCILO
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Previous studies have

P\

shown that Generally,
Attention drives Brand
recall & Choice

BRAND RECALL

Brand Survey Yes Rate
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Attention Units Correlation WARC
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Attention data
mapped to Carbon
Emissions scores
allows us to be more
choiceful and limit
waste

APM vs Carbon
Emissions by Publisher
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We Understand the Drivers of Attention

Domain
category,
4,244897959

Ad size, 7,771474261
In / Out Market

Scroll Speed,
3,739458102

Viewable time,
11,04748921 Ad Clutter,...

Brand alignment

Connection Context

> > > Attention Potential
TOTAL MEDIA EXPERIANCE
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Format Suitability

Brand Strength

Content
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How much attention do we
need?
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What’s the role for Attention data?

Attention
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Media Choices Can Widen the
Funnel...

Attention
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Good Creative and Relevance can convert
Attention to Impact

Attention
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What Do 9,000 Brand Lift Studies Teach
Us About Attention & Memory?

D orand  HAVAS ¥, LUI'EM
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Full Methodology

9089 1,879,764 5,618,088
Analysed Respondents (Viewable)
campaigns | Impressions
2,400,929 3,771,280

Viewed Total viewed

Impressions seconds
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Viewability Frequency Attention data Brand lift




6 Key
Findings
= oand  HAVAS ¥, LUI'NEM
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Attention and Brand Outcomes are Closely
Correlated

= Awareness = Consideration —Preference = Action Intent
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Biggest Percentage Increase
is in Preference and Action

Attention vs Brand Lift (Indexed)
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Aggregate
Attention Time = Crucial
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Frequency Drives Attentive Reach &
Attention Time

% viewed at least Total attentive time
1 impression across all impressions
120% 8,0

6,8
100% 1% 93% 94% 95% 96% 7,0

83% 87% 6,0
b . 6,0
80% 76% . >4
65% ’ 5,0 . ’
60% 4,0 34
44%
40% 3,0 2,8
o 2,1
2,0
’ 1,4

20%

1’ 0’7 .
o oo 1N
3 4 5 6 7 8 9 10 1 2 3 4 5 6

1 2

Total attentive time
across all impressions

% of respondents
viewed the campaign

o

Viewable frequency Viewable frequency
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Achieving Effective Frequency is a
Challenge

Viewable Frequency

40%

38%

35%
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25%

14%
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Finding the Optimal Frequency to Drive
Optimal Attention

Total attentive seconds across all impressions

0-0.5 05-1 1-15 1.5-2 2-3 3-5 5+
1 -1.6% -1.3% -1.8% -1.4% -1.5% -0.5%
2 -1.4% 0.5% 0.3% -0.1% -0.1% -0.1% 0.3%
Viewable
3 -1.6% 0.6% 1.5% 1.1% 0.9% 0.8% 1.3%
frequency
4 -3.0% 0.7% 2.0% 3.1% 2.2% 2.4% 1.7%
5 -1.2% -0.3% 2.6% 2.2% 2.9% 2.8% 2.7%
Awareness
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Two key Strategies for Driving Cost-Effective
Attention

Objective: Objective:

Awareness & Consideration Preference & Action Intent
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This is a TV conference Jon... What about TV?

THYVISTON Amplified
INSIGHTS Qﬂuﬂ-‘a InTeF;l;ggnce
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Attention data has the potential to tell us more about human @@ Amplified
. . Intelligence
experiences with our ads

Attention to Programme Genres Differs

Sports Event

Specials

Reality Television

Other Sports

News/Current Affairs

Movies

Light Entertainment

Infotainment / Lifestyle

Drama

Documentary

o
€]

10 15 20 25 30 35

MW Active Attention M Passive Attention B Non Attention
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LfdA;treer;Esn to the show is high, this is reflected in the @@ meqﬁgggce

Attention to Ad Breaks Across Genres

Sports Event

Specials

Reality Television
Other Sports
News/Current Affairs
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TV Attention Decays are slow, @@ meqﬁgggce
much slower than in Online Display

Programming vs Ad Attention
40%
35%
30% —_— —

25%

20%

15%

% Active Attention

10%
5%

0%
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30
Time-length

=TV Programs =TV Ads
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CPMs rarely tell you anything about the value of media

Attentive seconds per 000 (APM) vs CPM

APM Cost per 000 Views

290

Non-skippable, Bumper, Mobile Full Page 2m?2 (Digital) 2m2 Fee Feed, Mobile Story, Mobile Display
Mobile (Conventional)

YouTube Mobile Press OOH Facebook Instagram

I THIVISION

.
Attention data Sources: TV: TVision/Lumen LK TV Panel. YT, Instream, Teads, Facebook Feed, Banners: Lumen digital panels. Press: Lumen Omnibus. OOH: AMADOOH project. 15, FB Watch : Lumen studies (weighted to be consistent with passive panei) Eblquliy
CPM sources: Ebiquity _—
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TV Appears to be an ‘attention bargain’

Cost per 000 attentive seconds E

aCPM ammts e
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£1.98 £2.67 £8.08 £7.89 £1.79 £5.49 £2.90 £13.02
Non-skippable, Bumper, Mobile Full Page 2m2 (Digital) 2m2 (Poster) & Feed, Mobile Story, Mobile Display
Mobile

YouTube Mobile tess H Facebook Instagram Banner

I THVISION

P
Attention data Sourcss: TV: Tvision|Lumen UK TV Panel. YT, Instraam, Teads, Facsbook Feed, Banners: Lumen digital pansls. Press: Lumen Omnibus. O0H: AMADOGH project. 16, FE Watch, TikTok Lumen studies (weighted to ba consistant with passive pueblquli)’
CPM sources: Ebiquity —_—
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And it’s no surprise that this is reflected in TV’s continued
positive ROI

Profit Ability 2 - The New Business Case for Advertising

Including sustained effects,
average Profit ROl increases to £4.11

Full profit volume & profit ROI
Bubble size represents % of full profit volume
Overall Full ROI: £4.11

_~ Generic PP(

, Gain Theory, Mindshar
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Attention data in AV
planning

MMM and Econometrics struggle to
deal with the nuances across AV
ecosystem, often bucketing into
Linear TV, BVOD, YouTube & ‘Other’
but the ecosystem is far more
complex than that.
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Final Thought

MEANINGFUL » HAVAS

of brands could disappear and
people would not care

Most brands are Just not
measuring up. Yet, some brands
have unlocked howv to be
meaningful - and are

significantly outperforming the READ MORE 3
market on all measures
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HAVA \Vil=Ye|F:! NOTICE: Proprietary & Confidential
Network

All the content of this document (text, figures, lists,
financial information, graphics, design, diagrams, as well
as other graphic elements and/or audio and videos),
whichever the format used (paper or electronic), is
confidential and proprietary to Havas Media Network.
This document includes ideas and information based on
the experience, know-how, intellectual/creative effort of
Havas Media Network. For these reasons, this material

shall not be used, reproduced, copied, disclosed,

transmitted, transformed, commercialized or

communicated, in whole or in part, neither to third

e parties nor to the public, without the express and
written consent of Havas Media Network.

Havas Media Network © All rights reserved

This presentation is not a contractual proposal and has
no binding effects for any Havas Media Network
company until a final and written contract is entered into
between the parties.
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